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abstract: this paper contributes to the important body of research on entrepreneurship and 
social capital. most previous work on social capital and business incubators has analyzed how the 
structure of personal networks (measured by network size or density) and their quality (measured by 
tie strength) influence venture performance. However, few studies have focused on the mobilization 
of partners’ resources. this paper analyses how these three dimensions of social capital —defined in 
this article as the structural dimension, the relational dimension and the resource dimension— are 
closely linked to the three types of interactions in a business incubator: networking, counseling and 
resourcing. an ordinary least squares regression was applied to a sample made up of incubating 
firms in Colombia. Results from the data analysis show that resourcing interactions constitute the 
most significant aspect of business incubators for entrepreneurs. 
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introduction
entrepreneurs play a critical role in the development of emerging econo-
mies (Bollingtoft & Ulhoi, 2005). Business incubators are one of the most 
useful tools for helping entrepreneurs to create networks and enhancing 
the likelihood their emerging businesses will survive and be successful 
(totterman & sten, 2005). some researchers argue that one of the most 
important advantages which business incubators should offer is the fos-
tering of social relationships (totterman & sten, 2005). accordingly, en-
trepreneurs engage in economic relationships with many actors and these 
relations end up embedded in social networks (Granovetter, 1985). these 
social relationships and the resources which are both embedded in them 
and controlled by partners give rise to a critical resource known as social 
capital (Batjargal, 2003; nahapiet & Ghoshal, 1998). social capital is a 
multidimensional concept whose value cannot be directly measured (Koka 
& Prescott, 2002). different dimensions of social capital have been exam-
ined in the literature (Wu, 2008). This paper builds on ideas advanced by 
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steier (2000) and Batjargal (2003) and focuses on three 
dimensions of social capital: the structural dimension (the 
size of the network), the relational dimension (trust) and 
the resource dimension. 
according to allen and mcCluskey (1990), in order to 
overcome the many obstacles facing businesses in their 
initial stages, emerging firms require access to different 
resources and capabilities both tangible (venture cap-
ital) and intangible (knowledge). in this business context 
the differential distribution of social capital among en-
trepreneurs in all three dimensions (structural, relational 
and resource-related) might explain why they achieve 
different levels of performance (Batjargal, 2003; Uzzi, 
1996, 1997). therefore, successful new ventures depend 
upon the ability of entrepreneurs to establish and stra-
tegically manage a network of supportive relationships 
(steier, 2000).
Building on the insights of previous research, the objec-
tive of this paper is to investigate a central question: 
How do the dimensions of social capital influence the 
performance of incubating firms? the research is based 
on the analysis of data collected from a sample of 83 
entrepreneurs located at a Colombian technological in-
cubator called Parquesoft, the largest technology busi-
ness incubator in Latin America. We begin with a review 
of the literature on social capital and business incuba-
tors in order to identify and measure each of the dimen-
sions that make up the construct, as well as its impact 
on the performance of incubating firms. Using the ideas 
of Batjargal (2003) on social capital and of scillitoe and 
Chakrabarti (2010) on the interactions that occur in busi-
ness incubators, we propose a model makes the three di-
mensions of social capital explicit. Finally, we present and 
discuss our results, before bringing out the implications 
of the study and its limitations and suggesting future 
lines of research. 
literature review and research Hypotheses
business incubators and social capital
a business incubator may be defined as a kind of infra-
structure which seeks to support and foster the establish-
ment and growth of small and medium sized enterprises 
(smes) (Bollingtoft & Ulhoi, 2005). However, the term in-
cubator is an umbrella concept that encompasses a wide 
range of institutions that are heterogeneous in their aims, 
configuration, resources, services offered, etc. (Bolling-
toft & Ulhoi, 2005; scillitoe & Chakrabarti, 2010). ac-
cordingly, business incubators have been marketed and 
studied with multiple labels such as: “Business accel-
erators”, “Research Parks”, “science Parks”, “Knowledge 
Parks”, “seedbeds”, “industrial Parks”, “innovation Cen-
ters”, “technopoles” and “networked incubators” (Bol-
lingtoft & Ulhoi, 2005). Regardless of the label used, 
business incubators in emerging economies have repre-
sented a critical tool in both the acceleration of regional 
economic development and the capitalization of invest-
ment opportunities (Bollingtoft & Ulhoi, 2005).
the literature on business incubators has focused princi-
pally on tangible and direct aspects with little emphasis 
on social issues (Bollingtoft & Ulhoi, 2005). the concept 
that best captures the essence of these aspects of social 
networks is social capital (adler & Kwon, 2002).
social capital is conceptualized as the network of rela-
tionships enjoyed by a focal firm, which generates value 
by providing access to resources that are owned or con-
trolled by partners (Florin, lubatkin & schulze, 2003; na-
hapiet & Ghoshal, 1998). according to this definition, the 
set of relationships and their characteristics (e.g., path 
dependence or trust) allows entrepreneurs to access and 
mobilize partners’ resources. 
Consequently, social capital is a multidimensional con-
struct whose value cannot be measured in a direct way; 
instead it must be approached by identifying and mea-
suring certain dimensions (Koka & Prescott, 2002). the 
literature has analyzed different dimensions of social 
capital (Wu, 2008). Nahapiet & Ghoshal (1998) catego-
rize social capital in three dimensions: cognitive (shared 
codes, language and narratives), structural (network ties 
and configurations) and relational (trust, norms, obli-
gations, and identification). For their part, Koka and 
Prescott (2002) considered social capital to be a multidi-
mensional concept, proposing three different dimensions: 
information diversity (structural holes and technological 
and country diversity), information volume (eigen-vector 
centrality, number of partners and number of ties) and 
information richness (multiplex and repeated ties). simi-
larly, Batjargal (2003) conceptualized social capital ac-
cording to three dimensions: structural embeddedness, 
relational embeddedness and resource dimension (access 
to partners’ resources). 
in this paper, we define social capital according to the 
structural characteristics of the network (the structural 
dimension), features of the alliance, such as trust (the re-
lational dimension) and the resources of partner firms 
(the resource dimension) (Batjargal, 2003; Rivera-santos 
& inkpen, 2009). 
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scillitoe and Chakrabarti (2010) relate the dimensions 
of the business incubator to those of social capital, sug-
gesting, as a result, the existence of two critical aspects 
of business incubators: networking interactions and coun-
seling interactions. these aspects make up the structural 
and relational dimensions of social capital (scillitoe & 
Chakrabarti, 2010). Using the concept of social capital 
noted by Batjargal (2003), this paper proposes a third crit-
ical aspect of business incubators. We refer to this concept 
as resourcing interactions, which refers to the mobilization 
of partners’ resources. Consequently, the complexity asso-
ciated with the different dimensions of social capital and 
the varied aspects of business incubators present real chal-
lenges to entrepreneurs (totterman & sten, 2005). Firstly, 
in relation to the structural dimension, incubating firms 
can get help because of the size of the network. secondly, 
with regard to the relational dimension, business incuba-
tors should facilitate the development of trust that is em-
bedded in the relationships between fellow tenants. this 
trust enhances the chances that tenants’ businesses will be 
successful. thirdly, in relation to the resource dimension, 
business incubators should facilitate both the mobilization 
of resources and access to them (totterman & sten, 2005). 
networking interactions and the structural dimension
scillitoe and Chakrabarti (2010) posit that business in-
cubators facilitate and foster networking interactions. 
this is a critical issue in the incubation process. in this 
manner, business incubators act as a focal point for en-
trepreneurial ventures.
networking interactions can be conceptualized as the de-
gree to which a business incubator facilitates access to- 
and mobilization of resources (scillitoe & Chakrabarti, 
2010). accordingly, a business incubator should, in ad-
dition to providing shared office buildings and access to 
infrastructure, offer a valuable network of contacts. this 
contacts network may be internal or external; both models 
may be equally important for accessing and mobilizing the 
resources required for the survival and success of the incu-
bating firms (lyons, 2000). the incubator’s external net-
works are described as individuals drawn from the ranks of 
professional providers of business services and resources, 
as well as business people who are be able to provide valu-
able advice and assistance to entrepreneurs (totterman & 
sten, 2005). this external network can facilitate the access 
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of incubating firms to universities or research centers; gov-
ernment agencies and service providers, financial institu-
tions and other sector partners (Batjargal, 2003; scillitoe 
& Chakrabarti, 2010). For this paper, we studied incu-
bating firms’ external networks. in addition, (o’donnell, 
Gilmore, Cummins & Carson, 2001) analysed the network 
construct in entrepreneurship research, drawing a distinc-
tion between inter-organizational networks and personal 
networks. this research noted that a personal (egocentric) 
social network is made up of individual actors who are 
bonded through informal ties. these personal networks are 
studied using social network theory and sociology. thus, in 
this work we study the personal and external networks of 
incubating firms.
scillitoe and Chakrabarti (2010) suggest that networking 
interactions are closely linked to the structural dimension 
of social capital. this highlights the overall fabric of re-
lationships enjoyed by the focal firm (Granovetter, 1992). 
this dimension aims to embrace all social interactions 
taking place in the network (nahapiet & Ghoshal, 1998). 
accordingly, steier (2000) and Batjargal (2003) point out 
that the size of networks is a critical aspect of the struc-
tural dimension of social capital. therefore, when the incu-
bating firms possess more networks made up of a greater 
number of partners, networking interactions will be higher. 
in this sense, Coleman (1988) and Bratkovic, antoncic and 
Ruzzier (2009) suggests that dense or prominent networks 
facilitate the development of effective rules, which in turn 
strengthen social capital. in consequence, the exchange of 
intangible resources —for example, knowledge—and tan-
gible resources—such as assets or equipment— will be 
more fluid. in short, when the incubating firms’ network 
displays high levels of density in the relationships it in-
volves or is marked by frequent networking interactions 
it facilitates the exchange of resources, generates obli-
gations and expectations and penalizes free-riding firms 
(Koka & Prescott, 2002). along the same lines, ahuja 
(2000) posits that the number of ties, both direct and 
indirect, and thus the size of the network, influences the 
firm’s performance positively. 
to conclude, more prominent firms can access a greater 
amount of valuable resources and knowledge. the benefits 
accrued by the incubating firm thus depend on the number 
of partners (Koka & Prescott, 2008). 
Based on this logic, and on previous research, we hypoth-
esize the following:
H1: the greater the size of the incubating firm’s network, 
the better the incubating firm performance.
counseling interactions and the 
relational dimension
scillitoe and Chakrabarti (2010) posit that business incu-
bators facilitate and foster counseling interactions which 
are a critical aspect of the incubation process. these au-
thors closely link counseling interactions to the relational 
dimension of social capital. in accordance with Granovet-
ter’s idea of weak versus strong ties, the relational dimen-
sions of social capital aim to show how economic actions 
are affected by the quality of relations (Granovetter, 
1985, 1992). thus, this dimension refers to the charac-
teristics and attributes of relationships such as trust and 
other complex incentives (relationship quality) which are 
mainly derived from a company’s history and reputation 
(Granovetter, 1992; Gulati, nohria & Zaheer, 2000). Pre-
vious studies have observed that when two actors interact 
over time their relationships become stronger and they are 
more likely to view each other as trustworthy (Granovetter, 
1985, 1992; Gulati & Gargiulo, 1999; tsai & Ghoshal, 
1998; tsai, 2001). in this vein, various researchers (doz, 
1996; Gulati, 1995a, 1995b; Koka & Prescott, 2002) have 
argued that trust is the critical factor in the creation and 
transference of knowledge and other resources. this is 
because it decreases the likelihood of opportunistic rela-
tionships developing and allows for greater fluidity in the 
sharing and combination of resources. therefore, the rela-
tionships enjoyed by incubating firms are characterized by 
trust and by their strength. trust thus acts as an important 
social lubricant (Rivera-santos & inkpen, 2009, p. 208) fa-
cilitating the flow of valuable resources via different net-
work ties (tsai & Ghoshal, 1998).
accordingly, the more frequent the counseling interactions, 
the stronger the relationships between the focal incubating 
firms with their partners and vice versa -the stronger the 
incubating firm’s ties the more frequent counseling inter-
actions will be. this strength of ties, characterized as the 
frequency or intensity of counseling interactions, facili-
tates the exchange of resources between the focal incu-
bating firm and its partners (Bratkovic et al., 2009).
in accordance with these ideas:
H2: the strength of its ties enhances the performance of 
the incubating firm.
resourcing interactions and resource dimension
the main objectives of networking are to facilitate access 
to resources and the acquisition of knowledge (Hughes, 
ireland & morgan, 2007). the resource dimension of social 
capital refers to the extent to which the contacts within 
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the incubating firm’s network possess valuable resources 
(Batjargal, 2003; lin, 1999). Here we must consider access 
to both tangible and intangible resources, as well as their 
mobilization (Håkansson & snehota, 1995). there are two 
points that are critical to ascertaining whether firms are ca-
pable of mobilizing the resources of their contacts. Firstly, 
they must be aware of the resources that exist within the 
network if the incubating firm is to be able to access them 
(Batt & Purchase, 2004; Westerlund & Svahn, 2008). Sec-
ondly, there must be a social structure, as relationships 
form conduits through which resources such as knowledge 
or financial support will be mobilized (Partanen, Möller, 
Westerlund, Rajala & Rajala, 2008; Puhakka, 2006; Tsai & 
Ghoshal, 1998; Westerlund & Svahn, 2008). Accordingly, 
Batjargal (2003) posits that connections with executives 
who manage corporations and with banks are conducive 
to mobilizing greater volumes of resources. thus, the cre-
ation of inter-organizational and social capital networks 
can be motivated by an incubating firm’s desire to access 
and mobilize their partners’ resources. 
an incubator’s network offers access to resources and knowl-
edge that entrepreneurs do not have, yet which they need 
if they are to obtain a competitive advantage (totterman & 
sten, 2005). therefore, resourcing interactions constitute a 
critical third aspect or dimension of business incubators. in 
this paper we propose that resourcing interactions are closely 
linked to the resource dimension of social capital (Batjargal, 
2003; lin, 1999) and, in particular, to the mobilization of re-
sources between the incubating firm and its contacts. We 
conclude that this dimension becomes a critical explanatory 
factor of inter-organizational networks resulting from busi-
ness incubators (Hsieh & tsai, 2007).
in accordance with these ideas:
H3: the greater the resourcing interactions among the ac-
tors, the better incubating firm performance.
all three hypotheses are shown in Figure 1.
methodology
sample
this research was carried out at Parquesoft, the largest 
technology business incubator in latin america. the incu-
bator’s management allowed us access to a database of 
126 incubating firms, which provided information on their 
location, economic activity and the contact details of their 
representatives; most were located in the city of Cali, in 
the department of valle de Cauca (37%) and the depart-
ments of Quindío (25%) and Risaralda (28%), in Colombia.
a questionnaire, considered the most accurate tool for 
data gathering, was presented to the managers or legal 
representatives of each company. First, we visited the 
companies located in Cali and carried out face-to face in-
terviews with 29 managers. the remaining companies, lo-
cated in different areas of Colombia, were contacted by 
letter and email. We received 54 responses from the so-
called “eje Cafetero”, or coffee belt (Pereira, armenia and 
manizales), giving a total of 126 responses over the three 
months from november 2009 to January 2010. after this 
stage, we initiated a validation process. 43 question-
naires were returned with inconsistencies and had to be 
removed from the research sample. simultaneously, we 
contacted some managers by telephone to clarify their 
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answers and avoid the loss of information. the final 
sample, then, consisted of 83 companies, or 65.87% of 
the 126 companies operating at Parquesoft, a significant 
sample on which to base the research.
measurement
Dependent Variable
our dependent variable is the performance of the in-
cubating firm. this indicator was measured by revenue 
growth, market share and profit (Batjargal, 2003). With 
these three indicators we carried out a principal compo-
nents factor analysis with varimax rotation in order to de-
velop a composite measure. the three indicators loaded 
onto one factor. the factor scores as a composite measure 
for the performance of the incubating firm. 
Independent Variables
two methodologies were used to measure personal (ego-
centric) social networks: the name generator and the po-
sition generator. We used the position generator method 
because it is an accurate tool for the collection of data on 
the three dimensions of social capital—that is, structural, 
relational and resources (Batjargal, 2003, 2010; lin, Fu & 
Hsung, 2001).
the indicator network size was measured by the number 
of ties noted by the incubating firms. We prepared a table 
containing 13 types of occupation. these were, specifically: 
bank managers; bank employees; managers of government 
entities that support business creation; employees of govern-
ment entities that support business creation; legal advisors 
and lawyers specialized in business creation; managers of 
large manufacturing plants; managers of medium and small 
manufacturing plants; managers of large distribution and 
trade companies; managers of medium and small distribu-
tion and trade companies; managers of large resource-sector 
firms; managers of medium and small resource-sector firms; 
experts in business creation and administration; and univer-
sity professors specialized in the same field. 
to measure the strength of these ties we used a 7-point 
likert scale, asking respondents to indicate the intensity 
of the relationship they enjoy with each of the 13 types of 
occupation (7: very strong and 1: very weak).
Finally, we used two items to measure resource mobiliza-
tion. Firstly, we use a binary variable of one if the incu-
bating firm had mobilized resources owned or controlled 
by each of the 13 types of occupations and zero if re-
sources were not mobilized. secondly, in the affirmative 
cases we use a 7-point likert scale to point out the amount 
of mobilizing resources (7 is many resources and 1 few). 
table 1 describes the individual items and original sources 
of the measurement scales of these principal constructs.
tablE 1. individual items and original sources of the 
measurement scales of the principal constructs





the number of ties identifed by 
the incubating firms (identified 
from a table presenting 13 types 








the intensity of the relation-





the quantity of mobilizing 
resources
source: Prepared by the authors based on Batjargal (2003).
Control Variables
several control variables were used in the analysis. First, 
we controlled firm age (number of years a given venture 
has been registered) because it has been argued that 
younger firms suffer considerably from a liability of new-
ness (Batjargal, 2003). second, we also controlled for firm 
size (large or medium and small) since it has been noted 
that, the larger a firm, the bigger the resource acquisition 
network (Bratkovic et al., 2009). third, we controlled for 
firm origin (family or non-family equity) because some 
researchers have noted that many entrepreneurs are em-
bedded in a social context that includes a family dimen-
sion. For these firms, family represents a rich repository of 
resources: economic, affective, educational, and connec-
tive (nordqvist & melin, 2010). Finally, we also controlled 
for region (Cali, Quindío and Risaralda), since each regional 
location provides different endowments of resources and 
advantages for entrepreneurial firms (Batjargal, 2003; scil-
litoe & Chakrabarti, 2010). as other researchers have ar-
gued (Batjargal, 2003, 2010) these control variables can 
exert an influence on the performance of new firms. all 
control variables were turned into dummies and included 
in the regression analysis (Batjargal, 2003).
results
the results of a correlation matrix and the descriptive 
statistics are presented in Table 2. What is remarkable 
is the positive correlation between measurements of the 
performance of the incubating firm and the mobiliza-
tion of resources.
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tablE 2. means, standard deviations and pearson’s 
correlations
m sd 1 2 3 5 6 7
1. network size 7.08 3.475 1
2. strong ties 4.27 1.286 0.388** 1
3. mobilization 1.79 1.166 0.273* 0.631** 1
4. Revenue growth 4.28 1.549 0.064 0.102 0.335** 1
5. Profit 3.96 1.502 0.073 0.181 0.347** 0.833** 1
6. market share 3.92 1.647 0.050 0.112 0.393** 0.813** 0.807** 1
* p < 0.5; **p < 0.01
source: Prepared by the authors. 
table 3 shows the results of the regression analysis pre-
dicting the performance of the incubating firm as a func-
tion of different dimensions of social capital or of business 
incubators. as is evident from the table, model 0 —con-
trol variables only— demonstrates that firm age displays 
a significant relationship with the incubating firm’s per-
formance. models 1, 2 and 3 incorporate the different 
dimensions of social capital (structural, relational and re-
sources) or different interactions of business incubators 
(networking, counseling and resourcing). the three overall 
models are significant. the positive influence of the mo-
bilization of contact resources is of interest in model 3. 
model 4 is significant (R2 = 0.31; p < 0.001). the results of 
model 4 (the complete model) show that the incubating 
firm’s performance has a positive association with firm 
age, family ownership and with resource mobilization.
discussion and conclusions
the findings suggest that older incubating firms do slightly 
better than younger ones in terms of performance. this is 
due to the fact that a firm’s experience is very important 
in the development of relational capabilities and resources 
such as trust. these resources and capabilities allow in-
cubating firms to achieve greater performance. thus, Bat-
jargal (2003) posits that the younger the firm, the worse 
the performance, because younger firms suffer from a li-
ability of newness. 
large incubating firms perform better than small ones. 
this is because larger firms possess greater assets, pro-
viding the firm with more financial strength and flexibility 
(Bratkovic et al., 2009).
tablE 3. regression analysis predicting the incubating Firm’s performance
dependent Variable incubating Firm's performance
Variables model 0 controls only











model 4 Full model
B B B B B
size 0.268 0.287 0.251 0.142 0.183+
age 0.631** 0.614** 0.636** 0.301** 0.280*
Region 0.209 0.197 0.186 0.008 -0.026
Family 0.465+*+ 0.499+ 0.462+*+ 0.200* 0.232*
network size 0.013 -0.124
strong ties 0.084 -0.118
Resources mobilisation 0.309** 0.422**
statistics Value sign Value sign Value sign Value sign Value sign
R2 0.199 0.00 0.201 0.00 0.209 0.00 0.285 0.00 0.310 0.00
n 83 83 83 83 83
source: Prepared by the authors.
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Family-owned firms significantly influence positive re-
ported performance. this may indicate that this kind of 
incubating firm has external personal social networks 
in which interactions —networking, counseling and re-
sourcing— are very frequent (nordqvist & melin, 2010). 
the differences in the size of incubating firms’ networks (re-
lated to the number of external personal contacts) is not re-
lated to greater performance. accordingly Granovetter (1992) 
stated that the structural dimension may have subtle and in-
direct impacts on economic transactions (Batjargal, 2003).
strong ties affect the incubating firm’s performance nega-
tively, but this relation is not significant. this is consistent 
with the theorizing of Burt (1992) about the importance 
of weak ties and structural holes for entrepreneurs. With 
regard to this result, Bratkovic et al. (2009, p. 491) argued 
that strong ties are more a source of constraint than an ad-
vantage for emerging firms.
Finally, the results show that the ability of incubating firms 
to mobilize resources from their external personal contacts 
strongly and positively predicts the performance. accord-
ingly, the availability of financial resources, referrals and 
legal and technical advice are critical resources for the sur-
vival and success of incubating firms.
in sum, scholars view the personal networks of entrepre-
neurs as conduits for the flow of relevant, valuable re-
sources (vissa, 2012). Researchers have mainly studied how 
personal networks structures (measured by network size or 
density) and network quality (measured by tie strength) 
influence venture performance. However, few studies have 
focused on accessing and mobilizing partners’ resources. 
in this work we have analyzed how these three dimensions 
of social capital are closely linked with the three kinds of 
interaction that occur in business incubators: networking, 
counseling and resourcing. the study reveals that for firms 
the most important aspect of business incubators is the op-
portunity they provide for resourcing interactions –that is, 
the capability of incubating firms to mobilize the resources 
of their contacts. accordingly, entrepreneurs play a critical 
role in the development of emerging economies such as 
Colombia (Bollingtoft & Ulhoi, 2005) and business incuba-
tors are among the most useful tools facilitating the prog-
ress of entrepreneurs in creating networks and enhancing 
the chances of survival and success for emerging busi-
nesses (totterman & sten, 2005). therefore, the manage-
ment of business incubators in emerging economies should 
facilitate and foster networking and counseling interac-
tions (scillitoe & Chakrabarti, 2010). However, the resource 
aspects of business incubators are as important as their 
structural and relational dimensions (Batjargal, 2003).
this study is also characterized by a series of limitations, 
each of which could form the basis for future lines of re-
search to complement its principal insights. in the first 
place, it was not possible to conduct a longitudinal anal-
ysis of the different dimensions. this would have provided a 
more complete and dynamic understanding of such a com-
plex question as social capital and the interactions that 
take place in business incubators. accordingly, future re-
search should focus on measuring the concepts at several 
points in time, taking the dynamics into account in order 
to explore the configuration of the different dimensions of 
social capital in business incubators. in second place, the 
research was carried out using primary information that 
was gathered from a sample of firms using a survey. the 
data is therefore perceptual in nature. Finally, the use of 
a relatively small and multi-sectorial sample of firms from 
a single country might present serious inconveniences 
when extrapolating the conclusions of our analysis. an in-
teresting future line of research would be to analyze the 
possible differences in the development of social capital 
dimensions in business incubators as a consequence of the 
cultural differences between countries. 
in conclusion, while accepting the important difficulties en-
tailed in the analysis and measurement of an organizational 
resource such as social capital in business incubators, we 
consider that this work has contributed to gaining a better 
understanding of the concept. this should focus and guide 
future research in this field. the growing interest in innova-
tion and entrepreneurship in emerging economies highlights 
the need to understand the processes and skills which are 
needed to develop and manage social capital in business 
incubators. accordingly, our study shows that different di-
mensions of social capital have a differential influence on 
the incubation of firm performance. our findings will also 
have practical implications for managers who make deci-
sions about social capital, for example in relation to the im-
portance of the question of resources, which is as important 
as the structural and relational dimension (Batjargal, 2003). 
thus, firms need to evaluate and manage resourcing interac-
tions in business incubators – that is, the ability of incuba-
tors to help firms mobilize their contacts’ resources in order 
to translate the potential of a firm’s social capital into real-
ized benefits (Sarkar, Aulakh & Madhok, 2009). With this re-
search a step taken in this direction, and our findings might 
be extrapolated to other emerging economies with similar 
characteristics to Colombia.
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